





ITHIN recent years, so much 

has been done to perfect the 

apparatus for the manufacture 
of coal gas, that the buyer who is now 
contemplating a new coal gas plant, 
is confronted with so many sugges- 
tions from the various builders of this 
class of equipment, that the result is 
a confusion of ideas forced upon the 
prospective purchaser, all of which are 
vastly different but none actually new, 
as the basic principles are all essen- 
tially the same. 





facturing coal gas that would bring 
about a saving in labor costs, as well 
as insure a betterment in operating 
results, and which could be erected 
for a moderate sum of money. 


The result was the development of 
the Horizontal Gas Ovens. 


These ovens have been tested and 
are in actual operation in several 
plants. The results over an extensive 
period of time have even exceeded 


our expectations, and are becoming 
better the longer they are in service. 
These records surely_ should prove ing . 
teresting to the gas man. They are 
at your disposal, if inte . 

ry 9 
o* 


Some years ago, the Improved 
Equipment Co. realized the impor- 
tance of perfecting a method of manu- 


Horizontal Gas Ovens—different types 


Doherty Economizer Benches 

Doherty Washer—Coolers 

Doherty Oil Sprays 

Blue Water Gas Plants 

Complete Coal Gas Plants. 

Fire Clay Mortar & Silica Retort 
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Koppers Coal Gas Plants 


There are now under construction two plants of our 
small gas oven type, located at Battle Creek, Mich., and 
Zilwaukee, Mich. 


Into these plants will go the knowledge and experience 
gained in bui'ding virtually 90 per cent of all the by-product 
coke and gas ovens in the United States and Canada. 


Every feature of these plants has been thoroughly 
proven in our larger installations, the only change being in 
size to permit of the smaller capacities desired. 


From the standpoint of economical operation, low 
maintenance cost and durability, these small gas oven 
plants will surpass anything built to date of similar capacity. 


This statement is founded on actual results secured 
from larger units which we have built, some of which have 
been in operation as long as ten years, such as at the Laclede 
Gas Light Co., St. Louis, Mo.; Seaboard By-Product Coke 
Co., Jersey City, N. J.; Providence Gas Co., Providence, 
R. I.; Minnesota By-Product Coke Co., St. Paul, Minn. ; 
Milwaukee Coke & Gas Co., Milwaukee, Wisc.; Chicago By- 
Product Coke Co., Chicago, Ill., and the Camden Coke Co., 
Camden, N. J., all of which are operated primarily for the 
manufacture of gas. 


The KOPPERS COMPANY 


PITTSBURGH, PA. 
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It inspires 
confidence — 


The U. G. L, 
AUTOMATIC CONTROL 


for 
water gas apparatus 


ds 141 


It has no device upon it for measuring the 
confidence it inspires, yet that is one of its 
strongest features. It does the thing expected 
of it—without a slip or mistake of any kind. 


Thereare 126 U. G. Il. AUTOMATIC CON- 
TROLS in operation—and more on order—be- 
cause of this reliability, plus the efficiencies 
obtained. 


THE U. G.I. CONTRACTING CO. 


Broad & Arch Sts., Philadelphia 
335 Peoples Gas Bldg., Chicago 928 Union Arcade, Pittsburgh 
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A Treatise on Advertising 





What is it? Why is it? Does it Pay? 


Advertising: What is it? Does it 
pay? 

What is advertising? It is educating the public; 
telling people what you have to sell them. The 
medium used, the style of type and the make-up are 
details which might interest an advertising forum, 
but are not apropos in a discussion of this part of 
a public utility’s many sided obligations to wait on 
the public. 

Does advertising serve the public? Is it a legit 
mate expense? Or is it selfish? It would be, if re- 
sorted to simply to make sales and reap a profit. 
But it is decidedly of service when one realizes the 
blessing our product can be to our fellow-man. 

The advertising department, however, is utterly) 
dependent on the co-operation of the other depart- 
ments for results. 

In analyzing advertising in the way such experts 
as Dr. Arthur F. Sheldon and others have done, we 
learn that the foundation of advertising is Confi- 
dence. Unless it inspires the reader with Confi- 
dence, it is money wasted. Tell the public, for in- 
stance, that a cut in price is temporary and then 
go back on your word and your prophecies will be 
sneered at ever after. You have smashed confi- 
dence. 

The first work in building on that foundation is 
to attract Favorable Attention. This you can secure 
by attractive make-up and especially by saying lit- 
tle, but strikingly. Glance at the advertisements in 
any daily paper and you will notice how the average 
merchant, who thinks he can handle his own adver- 
tising, thinks that when he pays for a square inch 
of space he must fill every nook and corner with 
type. 

The alert human mind grasps one thing at a time. 
If it does that, it does well. Most minds are too 
listless to grasp and leave grasping to the hands. 
[t should be just the reverse. Less grasping for 
things and more grasping of things. One thought 
set forth so that he who runs may read, one at a 
time, will, if repeated often enough, do more than 
a whole column full of protestation or explanation. 


Why is it? 


Our Indifference to Surroundings 


The human mind is continually on a teeter board, 
teetering between interest and indifference. Just 
stop and think how indifferent our own minds are 
to things we have before us daily. How many sto- 





By John H. Hartog, Sales Manager, Portland (Ore.) Gas and Coke Co. 


ries in our building? How many windows on our 
own floor? Where did that five dollars go after we 
broke it this very day? We shall be surprised how 
inactive our supposedly active minds are; how un- 
observant our eye. 

If advertising can overcome this indifference, we 
attract Favorable Attention and then create Inter- 
est. Interest puts into operation the law of attrac- 
tion while indifference leads to repulsion. 

Having aroused Interest, it is necessary to create 
an Appreciation of Value, which in turn leads to a 
Desire to Possess. But desire does not compel. It 
impels. Hence we have to go further, for the next 
thing is to turn this Desire to Possess into a De- 
cision to Own. 

Then we have our building complete, all but the 
roof and that roof is mighty important if we wish 
to keep out the destroying elements which would 
undermine our foundations and cause them to crum- 
ble and bring our house down about our ears. That 
roof is Satisfaction. 

This is almost as important as the bedrock of 
confidence. In fact, satisfaction is but confidence 
maintained, while confidence is satisfaction antici- 
pated. 


Who Puts the Roof On? 


Now the advertiser, unfortunately perhaps, can 
select the right foundation and build on it, but he 
cannot put the roof on. This task is allotted to an- 
other department. 

To the Operating Department, you say? Yes, the 
installation bears a large share of the roof raising, 
but in a closer analysis it is the entire company 
which must be constructive, actively constructive, 
to make the roof stay on and keep the rain, wind 
and snow of dissatisfaction out. 

The advertising may create the Confidence, Fa- 
vorable Attention, Interest, Appreciation of Value 
and Desire to Possess, but there it stops. 

Next comes the sales force that must weld this 
Desire to Possess into Decision. True, some become 
so possessed of the Desire to Possess by the alluring 
siren song of the advertisements, that they need no 
further effort to have Desire become Decision. For 
these mere order-takers suffice. But where the de- 


cision is not automatic, the salesman has to do the 
cranking. 
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Talking in Negatives 


Never should the salesman approach prospective 
customers with negative suggestions. After a 
woman buys a tankheater, don’t say, “You don’t 
need a new range?” Unconsciously, such a negative 
suggestion will find ready response in her mind and 
she will acquiesce that you are right; that she does 
not need one! 


Never should a salesman take one order without 
trying to create in the buyer the desire for some- 
thing else. There is no more fertile field to reap 
sales from than where the visitor is already your 
purchaser and in the mood for buying, and that from 
you. 

In a former article I said that there were two 
kinds of persons on a sales force: Order takers and 
Salesmen. Let me modify this. There are three 
kinds. 

1. Ordertakers who book what comes in. 

2. Semi-salesmen, who sell a customer one 
thing and lose the opportunity to sell some- 
thing else besides, now or latér. 

3. Real salesmen, who never let go until they 
have exhausted every effort to make additional 
sales. 


Having thus performed the sixth act, namely, cre- 
ated the Decision to Own, the sales force now steps 
aside, equally helpless with the advertiser in making 
the sale stick and the customer come again. 


Henceforth, it lies with all the other employees. 
First the Credit Bureau, which can help or hurt the 
Company’s coveted new business beyond compute. 
Next the Contract Bureau in all its ramifications, 
from the chief down to the lowest in rank, for in 
their contract with the public they have it in their 
power to make or break friendly feelings. 


Having passed safely over all the human short- 
comings to which flesh is heir, in Advertising De- 
partment, Sales Force, Credit and Contract Bureaus, 
comes the crucial point: the installation. 


The Testing Point. 


Here’s the crux of the whole thing. All previous 
obstacles are but ripples compared with the waves 
that now meet the company’s success. 

And after the installation comes Complaint Bu- 
reau and “High Bill” Bureau and what not, including 
telephone operator, counter man, meter reader, mes- 
senger boy, all in one grand harmonious effort to 
make the results of the advertising and selling per- 
manent. 

In thus analyzing advertising, its aim and its re- 
sults, we realize how all of us together are one body 
“and the body is many members.” “If the foot shall 
say, because I am not the hand, Iam not of the 
body, is it therefore not of the body?” “And if the 
ear shall say, because I am not the eye, I am not 
of the body, is it therefore not of the body?” “If 
the whole body were an eye, where were the hear- 
ing? If the whole were hearing, where were the 
smelling?” “But now are they many members, yet 
but one body. And the eye cannot say unto the 
hand, I have no need of thee, nor again the head to 
the feet, I have no need of you. Nay, much more 
those members of the body which seem to be more 


feeble are necessary.” “And whether one member 
suffer, all the members suffer with it; or one mem- 
ber be honored, all the members rejoice with it.” 

These trite sayings were written about 57 A. D. 
That’s a long time ago! But how appropriate they 
are in meditating on our life work in this company. 

The mouth is the advertising department in par- 
ticular and all the company in general, from presi- 
dent down to the messenger boy. The hands are 
especially the Operating Department, the book- 
keepers, bill clerks, etc., etc. The nose is the new 
business “go-getter” who smells out new fields to 
conquer. The feet the service men, meter readers 
and solicitors. The management may be called the 
eyes, which run “to and fro” to see that all goes 
well. I might go on. But altogether we form the 
body. 

With any one member of the body not function- 
ing, there is at once something wrong with the 
whole body. But all in harmony, all guided by the 
head, all inspired by the heart, the accepted abode 
of love and brotherly sympathy, it augurs well for 
such a body to be strong, healthy, prosperous and 
enduring. 

The second question was: WHY is it? Because 
without it we would stagnate. We have to keep on 
telling the world what we have, for if you watch 
the news columns carefully you will discover that 
new people are born every day, including Sundays, 
and older ones are laid away. That’s why it is. 
Alas! we are so soon forgotten! 


Harry Kramer, the ex-traveling man who made 
his fortune in Cascarets, told me that he was spend- 
ing $250,000.00 each year advertising, for if he quit 
one year, aye, one month, people would forget to 
ask for Cascarets, someone else would get busy and 
“work while he slept.” Yes, indeed, persistency is 
the quintessence of successful advertising. If you 
are not going to keep it up, don’t start. 

And the final question: Does it PAY? That’s a 
leading question. Does it pay? No, the big depart- 
ment stores take a whole page or more every day 
in each paper just because they love the editor. 


Of all successful sellers they are the greatest. 
Just look at the ads for yourself. Each day they 
sell things at half price, or for $l1—or one at full 
price and one at a cent, and yet they grow richer 
and richer. No, persistent, truthful advertising evi- 
dently does not pay! 

Many kinds of good safety razors sell at from 
50 cents to one dollar. But Gillette advertises and 
we gladly lay down our little five buck greenback! 

We can buy corn cheap enough in some-States to 
use it for fuel, but pay gold for it when advertised 
as Corn Flakes or Post Toasties or what not. And 
so on all along the line. 

Just stop and consider the things you wear, eat 
or use and see how many are yours because adver- 
tising made you acquainted with their merits or 
made you think they were better than those you 
had never heard of. As Woodrow Wilson was wont 
to say, “may we not” conclude that Advertising, 
honest, persistent and backed up by the whole body 
of employees, is the key which unlocks the ware- 
house where are stored the future successes of the 
Public Utility of which we are all a part? 
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Successful Early Spring Gas Range Sale 


KANSAS CITY GAS CO. PUTS OVER A BIG CAMPAIGN 


By William Bliss Stoddard 


Gas ranges are going to be needed by every 
ousewife as the warm weather comes on, so it is 
est to start the campaign for the sale of these 
anges very early in the spring. One of the most 
successful of such campaigns was that inaugurated 
ist February by the Kansas City Gas Co., Kansas 
City, Mo., a campaign so successful that within a 
eriod of three weeks 836 of the ranges were sold, 
over 25 per cent being cash. 

According to N. MacManamy, sales manager, a 
study of the situation was commenced the previous 
fall, as they felt there was a tremendous field for 
new, up-to-date ranges to replace many of ancient 
pattern. The only way to conduct a big sale suc- 
cessfully, they felt, was to buy in carload lots, there- 
by getting the maximum advantage in the way of 





A Window That Attracted Attention 


freight rates and discounts. “We were satisfied we 
had the field,” said Mr. McNanamy, “but realized 
that constructive preliminary work was necessary 
among the women of.Kansas City. Accordingly, it 
was decided to carry on an intensive educational 
program among the women’s organizations of the 
city to arouse the users of gas ranges to the need 
for better equipment. W. L. Powers, an expert on 
fuel conservation, was secured from Chicago, and 
lectured before nearly all of the representative 
women’s clubs of the city. An example of his talks 
may be gained from an account given in the Kan- 
sas City Star: 


How Much Should a Gas Bill Be? 


“It all depends on the appliances used,” said 
W. L. Powers, a fuel engineer from Chicago, in 
speaking to the Women’s Aid Society of the 
First Presbyterian Church of Kansas City. He 
was explaining how stoves could be adjusted to 
save from 40 to 75 per cent of the gas bill, 





Mr. Powers was brought here by the gas com- 
pany. He’was formerly with the conservation 
department of the United States Bureau of 
Mines. His lectures are for the purpose of en- 
listing the public to help check the rapidly di- 
minishing supply of natural gas. 

“The campaign started three years ago by the 
3ureau of Mines, and now being carried on by 
gas companies, has resulted in decreasing gas 
waste two-thirds,’ said Mr. Powers. “But the 
annual loss even now is great—equal to a year’s 
supply of fuel for 50,000 families. The homes, 
through failure to adjust stoves, are responsible 
for 68 per cent of the loss. The saving of from 
40 to 75 per cent in gas bills applies to the old 
style cook stoves, and it comes when these ad- 
justments are made: 

Raising the burners to a point 1% inches from 
the bottom of the cooking vessel, so that the 
point of flame just touches the vessel. 








EE 


This Window Appealed to the Housewife 


Adjusting the gas mixer by opening or clos- 
ing the air intake until a blue flame supplants 
the yellow flame, which indicates an unbalanced 
mixture. 

Using grids instead of lids over the burners, 
and, if possible, open tops instead of closed tops 
on the ranges. 

Mr. Powers was kept busy every day and prac- 
tically every evening. He made talks before every 
conceivable organization of women and by his quick 
wit and convincing personality was able to get over 
a message of conservation and gas efficiency which 
became the talk of the town. The fact that he did 
not have a set speech, but accommodated himself to 
the character of each particular gathering, answer- 
ing questions, giving valuable suggestions and keep- 
ing strictly to the business in hand, made his talks 
very successful, 
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This Window Tells the Complete Story 


These talks during the winter paved the way for 
the announcement by the Kansas City Gas Com- 
pany. No solicitors were employed, and the door 
hangers merely said, “Watch the papers next Sun- 
day for the announcement of the greatest money 
saving sale ever held by the Kansas City Gas Com- 
pany.” The first ad was a four-column announce- 
ment, adorned with a cut of one of the new ranges: 


1,250 $72.00 Gas Ranges to Be Sold for $49.50 
Each 

The Greatest Value Ever Offered in Gas Ranges 
We save the people of Kansas City $28,125 

by this tremendous price reduction. It has only 

been possible to do this because the manufac- 

turer, for ready cash, lets them go unusually low 

on this great immediate delivery order. We 

now pass along all this wonderful saving to you 

in order to give you this wonderful offer. 

Pay $49.50 down; or pay $4.50 down, and $4.50 

a month for 11 months. 


DON’T BURN UP YOUR MONEY WITH AN 
OLD STYLE RANGE 
This Is the Opportunity of a Lifetime 

This price is offered only while this special 

shipment is on our floors. Select your NOW. 

Don’t delay, linger or wait. You can afford 

this range better than to do without. It will 

save you many times its cost in gas saving alone 

in the years to come—not to mention its many 

conveniences and actual food saving. ‘ 

They followed this with a number of smaller, two- 

column ads, likewise adorned with a cut of one of 
the new ranges: 


The Greatest Sale of 
GAS RANGES 

Ever Held in Kansas City 
will continue until all the original shipment is 
sold. Don’t delay in ordering your gas range 
This is the greatest value ever offered. 

$49.50 down, or $4.95 cash and $4.50 a month 

for eleven months. 

KANSAS CITY GAS CO. 

The interior of the store showed gas ranges by 
the score, set in long rows, with broad aisles be- 
tween, the great numbers giving impressiveness to 
the sale, while a number of ferns and tall palms 
added the necessary festive touch which visitors 
always expect on special occasions. 


Used Show Windows 

Of course they did not neglect their show win- 
dows at this time, and one of them showed a model 
kitchen, with sanitas walls, and a congoleum mat 
on the floor. White enamel table, chairs and kitchen 
cabinet were shown and holding the place of honor 
—a nickel and enamel gas range. 

They likewise featured their radiantfire gas heat- 
ers. The windows were of the open back variety, 
so, in order to give the appearance of a room a 
large three panel screen was set up, covered with 
wall paper. In front of this an ivory toned mantel 
was built, in which was a Radiantfire heater. At 
one side of the fire was the life-size cut out of a 
young mother, and at the other a creeping baby. 
Cards of white, lettered in red and blue, suggested: 
“Order your Radiantfire now” and “Let us show 
you how this wonderfu! heater reduces your coal 
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How the Sales Floor Looked 


Lills.” A special sale was conducted on these heat- 
ers, 379 of them being oftered at the rate of $19.50 

“$2.50 down and $2.25 a month.” <A card among 
them advised “During this sale we will install these 
heaters free where there are connections in the fire 
At the the 


pedestals, were two of the Radiantfires in operation, 


place.” entrance of store, on green 
both being inclosed in a wire cage to prevent chil- 
dren or too inquisitive passersby from burning 
themselves. A card above each of them explained: 
“The ordinary heater or gas log burns from 4c to 
worth of gas every hour. The Radiantfire uses 
1c worth of and furnishes twice much 
heat.” 


5s 
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Since the special campaign closed Mr. McMamany 
said the number of ranges and heaters sold each day 
has continued with no signs of abatement, showing 
that the seed sown was good and was bearing fruit. 






Business Versus More Business 


DECRYING THE TENDENCY TO FOLLOW THE LINE OF LEAST RESISTANCE 


By Rex Stewart 


In nearly every line of endeavor there is a tenden- 
cy to follow the line of least resistance. This is 
true of the modern mercantile world and more spe- 
cifically of those merchants who handle gas ap- 
pliances either as a full stock or as auxiliary lines to 
their general business. 

It is a bad thing for a man to say: “I have all the 
business I want in this line. If I had any more | 
would have to build up a bigger organization, which 
would be more expense and worry. I have found 
that it does not pay to do more than ———— worth 
of business a year on gas appliances.” 

Three of the best and largest dealers in a city of 
half a million people and out of a group of twelve 
who handle gas appliances came out flatly and said 
their stores or their departments were paying big 
too big to bother with expansion. The others indi- 
cated that their business was satisfactory and that 
it was growing every day with little effort on their 
part. 

One of the largest furniture stores in this city, 
San Francisco, by the way, has not even taken the 
trouble to have a range set up for demonstrating 
purposes. The prospective buyer is taken to the 
basement, shown the stoves, told their prices, and 
if she buys, it seems entirely her own fault. The 
manager of the department confessed that he was 
allowed very little space in newspapers. Window 
space was also very small and in an almost obscure 
entrance, where little attention can be given by the 
passerby. The stock is not well arranged. The 
ranges stand on the floor in a haphazard manner. 

In this store only one man devotes his time to 
gas appliances. He is the manager of the depart- 
ment and subject to call from other departments. 
With this exception the rest of the clerks received 


very little training on gas stoves. But if a clerk 
is given fifty prospective gas stove customers in a 
month and fails to sell a certain percentage of them, 
he is called in and given instructions. This store 
has an efficient way of checking up on its clerks. 
In the same block is a hardware store. Besides 
the manager of the gas appliance department, there 
are nine clerks who know as much about gas ranges 
as he does. One of these clerks makes a particular 
study of it. The remaining eight clerks know about 
competitive lines and are able to go into any store 
and sell. ‘There is no system of checking up on 
them as to the number of prospective stove buyers 
they handle, for the store has assured itself before- 
hand that they are able to sell gas stoves and their 
sales slips show whether they are making good or 
not. The head of the department is always fighting 
for more advertising space in the newspapers. His 
window displays are good and receive prominent 
location. He is never content with a certain amount 
of business. : 


They Use the Same Ideas 
The conditions of doing business in these two 
stores are a little different, but the principals are 
the same. The first store is taking the gas appliance 
business only as it comes and devoting its clerks’ 
time to those things which seem absolutely neces- 
sary. Yet it requires just as much from them as 
the second store does of its clerks in the long run. 
Further, it is cramping the business-getting ability 
of one of its department heads by its sacrificial at- 
titude toward the gas range business, a matter that 

it may have cause to regret some day. 
A comparison of the sales talks of the two insti- 
tutions is enlightening. 
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“See,” said the man in the furniture store, “this 
bottom is made out of ~ plate.” He mentioned 
some kind of iron plating and gave it a kick to 
prove it. He pointed out that the lining of the oven 
was patented and would not rust. Also that the 
stove was cheap and guaranteed for a year. He 
might have been selling a battleship, for his talk 
would have fitted just as well. 





He Sold Gas Ranges 


The man in the hardware store sold gas ranges— 
not battleships. His talk fitted. He wanted to know 
if the house was rented or owned. He showed the 
regulator for different kinds of cooking; how to 
economize on the use of gas. He knew what kind 
of material was in his stove, too, and how best to 
clean it, but he did not make it sound as though 
the stove was modeled on the lines of a United 
States cruiser. 

Both stores carried heaters. The first salesman’s 
attention had to be drawn to the fact that the pros- 
pect might like to see some. The second salesman 
mentioned the fact. Said the first salesman: 

“Yes, those are our line of heaters.” 

The second said: 

“Can’t we show you some of our improved floor 
heaters ?” 


Had Two Heaters 


He had two different heaters, one an old style 
heater and another an improved model. He demon- 
strated how the new one would not create a bad 


odor, then went to the old style and showed it: 
merits and demerits. His talk and actions told that 
he was out to get as much business as he could 
that his store was in business for that purpose and 
not standing pat on the business it had, nor sacri 
ficing one article for another. 

Of the two salesmen, neither had any advantag« 
over the other in appearance. In fact, the first was 
more impressive, for he was an older man. Theii 
personalities were pleasing; both were intelligent 
and energetic; both were as accommodating as they 
found it necessary to be. But the first man was 
laboring under an impression that it wasn’t neces 
sary to sell a customer a gas stove. 

“Yes, we have gas stoves. Here’s one (or some) 
Take it or leave it,” was his attitude. 

Though he may be held accountable for’ losing 
sO many gas range sales at the end of the month, 
it really would not be his faultaf-he lost every one 
Though his superiors still continue to handle gas 
stoves in their store, they don’t care for the busi 
ness, and why should he, as long as he maintains a 
fairly respectable average? 

The ultimate success of any business institution 
depends upon the success of its component, parts 
If one part is not worth attention, is not worth de- 
veloping a future for, then it should cease to be a 
part and be given up altogether. 

When a store fails to go after business on any 
one of its lines as energetically as it does on another, 
and lets this attitude become directly or indirectly 
known to its clerks, then it is going some day to 
have to start all over again looking for new busi 
ness, be thankful for anything it can get, or hang 
the “closed” sign on the front door. 


Paths Leading to Increased Sales 


PLANS FOR CO-OPERATING WITH LOCAL MERCHANTS 
By J. B. Dillon 


Life would be drab and unintéresting without 
some worthy ideal or goal, in contemplation, and 
then consistent action on our part to make our 
thoughts come true. It makes no difference whether 
the object sought is one of business or pleasure, we 
must strive for the attainment, for it is a truism 
that nothing worth while comes without an effort. 


A business man must be ever alert to take advan- 
tage of every honest opportunity that presents it- 
self, tending toward a better knowledge of his busi- 
ness, both from a theoretical and a sales standpoint. 
The best place to get such ideas is from a close 
study of the advertising articles appearing in the 
trade journal devoted to the particular line of busi- 
ness, and a reading of the contents of the paper, 
especially those articles which endeavor to uplift 
and enlighten. 


It has been stated that “last year’s base hits will 
not win this year’s ball game,” and we know that 
it is all true, and we also know that for one reason 
or another Babe Ruth’s work during 1922 was over- 


shadowed by his work of 1921, the result being that 
many jeered him and forgot the Home Run King 
of yesterday. 

Was it fair to act toward Ruth as was done? 

That people feel the same way toward a business 
man as they do toward a celebrity who drops back 
ward, let us quote Oscar MacIntyre, of New York, 
the man who sees, hears and writes of daily events 
in the Metropolis: 

“One night recently in a Sixth avenue lunch I sat 
at a table near the courtly cashier. He was reading 
Gautier. Under the glaring mercurial lights his fine 
cut features and aristocratic head stood out like a 
rare old canvas amid a group of chromos. 

“Outside it was storming and business was slack 
Confidences were easy. 

“Once he was the head of a manufacturing con- 
cern of no little importance. He didn’t keep pace 
with modern inventions and his rivals left him far 
behind. In the end—penury. 

““There are hundreds like myself in a great city,’ 
he said. “The younger generation found us asleep 
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at the switch. No matter how great a business we 
built up, we ended in a failure, and that blinds any 
employer to the years of success. Night cashiering 
offers us a living and a way to dodge old acquain- 
tances. We sleep while they are awake.’”’ 


Describing a Quitter 


Only a short time since a female soprano—almost 
unknown—took the stage, sang and acted herself 
into the hearts of the people, so much so that their 
old favorite seemed eclipsed. 

Didn’t the former favored one try to equal or 
excel the work of the “interloper’’? 

No, and the result is, the majority have forgotten 
their old love and taken on the new. 

The same will happen to any business man that 
takes a back seat the moment some competitor ap- 
pears upon the scene. 


The Truth 


The foregoing is not fiction. They are stories 
from life, stories you can easily understand. If 
such things happen to others, it may happen to you 
and me unless we are fortified and ready for battle. 

The pioneers built stockades and stored them with 
guns and ammunition to drive away the enemy when 
they appeared. They did not wait until it was too 
late. ; 

Suppose the stockades had not been built, or, after 
being built, they were not properly supplied. 

Within a twinkling the enemy would have wiped 
all from the face of the earth. It is just as. neces- 
sary that we fortify our business by learning all we 
can about it; learn what others are doing to keep 
going and select the best from all your hear and 
read, and then apply the best for local conditions 
and keep eternally at it. 

Too much stress cannot be laid upon the necessity 
for good goods, a pleasing personality, timely and 
consistent advertising. All of these and an ability 
to explain things in an easy manner will make sales. 


Some Displays and Card Signs 


The writer has seen—and that this very day— 
within the show window of a high-class gentleman’s 
furnishing store, a display of candies, the card sign 
of the local manufacturer, while in another window 
of the same store a choice brand of cigars, with the 
local maker’s card. Right here it is logical to sug- 
gest that we might jn conjunction with a ladies’ 
ready-to-wear, or ladies’ furnishing store, set up a 
gas range display with a card sign like this: 


Hoskins, 801 Central Avenue, 


Can truthfully say to the ladies that they need 
have no fear of sojling these nice dresses if they 
use his — 





Gas Range shown here. 


With a price tag on the dresses there are many 
chances of “cumulative. sales,’ dresses and gas 
ranges. 


Over at Hoskins’ store he can display one of the 
gas ranges, also a wax figure borrowed from the 
garment dealer, exemplifying a woman wearing one 
of those dresses mentioned previously, seat her in 
a rocker, then a card sign: 


Wells, the Ladies’ Furnisher, 


Tells us that many of the ladies inform him 
that with a ——— — Gas Range, there is no soot 
or ashes to spot their dresses, and as a result 
the ladies are enthusiastic and say that every 
woman who loves her clothes should have one 
of these Gas Ranges. 


There is not only that “psychological moment” in 
such advertising, but, happily, it is all true. There 
are no soot or ashes with gas cooking and no chance 
to soil the clothes from such causes. 


Another card sign that could be used at Hoskins 
with the well-dressed woman is: 


No Woman 


Is careless of her dress at home. With one of 
our — —- Gas Ranges you will not have to 
swap dresses to meet John when he returns 
from work. A Gas Range is clean, dutiful and 
ever ready. Come in and let us explain. We 
sell on easy payments. 





While I walked along, I saw a sign above a gar- 
age: “After all, it’s service that counts.” 


There is no denying the garage maxim, nor is 
there any chance for anyone to exhibit any cooking 
utensils that are equal, all things considered, to gas 
appliances, hence it is we should be able, using 
proper effort, to increase our sales. 





WHEN GAS WAS NEW 


A playbill of the Covent Garden Theatre, London, 
dated 1817, carries the following announcement: 

“The proprietors respecttully inform the public 
that an entirely new method of lighting the theatre 
has been adopted, effected by a magnificent chande- 
lier which from the center of the ceiling diffuses a 
soft and brilliant light around, without obstructing 
the view of a single spectator. In its effect the body 
of light is directly equal to 300 lamps, and the heat 
is directly carried off through a tube communicating 
with the open air.” 

The light was manufactured gas and the Covent 
Garden Theatre was one of the first buildings to be 


lighted with it. 
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By WILLIAM H. MATLACK 


Visualize the Possibilities 


Before deciding to conduct a direct-by-mail cam 
paign it is always advisable to visualize the possi- 
bilities such a campaign may hold and to check your 
visualization against an actual analysis of your mar- 
ket. 

Foresight is less discouraging than hindsight, and 
the total disregard of the former is one of the rea- 
sons direct-by-mail campaigns are not more pro- 
ductive. ; 

In the majority of cases where direct-by-mail 
campaigns “fall down” the reason for failure may 
be traced directly to the fact that one salesman sells 
another (sometimes the commercial manager) a plan 
without either taking into consideration the under- 
lying forces that mean the difference between suc- 
cess and failure. In 90 per cent of the cases the 
mailing list is too large and no definite plan of fol- 
low-up is undertaken or is possible. Other factors 
that tend to make the direct-by-mail campaign un- 
productive may be traced to purely local economic 
conditions which have been wholly unconsidered. 

Almost any direct-by-mail campaign, as used in 
connection with the sale of gas appliances, will cre- 
ate new wants and rekindle old desires in the minds 
of the customer, yet, if, due to some purely local 
economic condition, the actual purchasing power of 
the customer has been curtailed, the campaign, no 
matter how much it may stimulate desire, unless 
purchases are made, is a failure. Obvious, yet how 
many campaigns are entered into without a full 
knowledge of existing conditions that may be retro- 
active to their success? 

Anticipatory results mean nothing. In the after 
analysis it is the total net sales that the board of 
directors and management are interested in, and it 
is for this reason that no direct-by-mail campaign 
should be launched by the simple process of “order- 
ing-out” six mailing pieces, a window trim and 
half dozen electros, without first taking a squint at 
what you think can be done and then subjecting the 
possible results to the acid test of a cool careful 
analysis. 

Do not undertake a direct- by-mail campaign with- 
out making a complete analysis of local conditions. 

Do not circularize more names than your sales 
force can follow-up within a few days after your 
mailings have been made. 

Do not plan a direct-by-mail campaign and then 
employ boys to “pass out” your mailing pieces, 
thinking you are saving money. Mail that is cov- 
ered by postage is opened by the housewife, dodgers, 
circulars and a lot of other printed matter that the 


housewife refers to as “trash” furnace, 
or waste paper man. 

Remember that all advertising does not produce 
the same reaction. It is necessary to employ differ- 
ent appeals on different people. The form of ap- 
peal that may influence a home. owner may fail 
completely with a house renter. Pick your pros- 
pects and plan your appeal. The formula must 
change according to the potential market you ap- 
peal to. 

In writing your advertising copy avoid the “ 
that of the ultimate. “Greatest fuel saver,” 
gest Bargain in Ranges,” and “Lowest Priced Water 
Heater” are all statements that are tinted with un- 
truthfulness and as a rule do little more than abuse 
good white space. 

In selling service or appliances it 
salesman’s first thought to make 
the basis of further patronage. 
fying as a satisfied customer. 

Your good-will advertising should be conducted 
to awaken public opinion regarding the service your 
company renders its customers and should be writ- 
ten simply, in terms of moderation. Flim-flam, 
superlative and exaggerated statements mean noth- 
ing and are an insult to the intelligence of the folks 
to whom you are advertising to create favorable 
public opinion. 
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Sell the Idea 


Before the safety razor was generally adopted 
the pioneer manufacturer had to “sell the idea” of 
better and more sanitary home shaving. The manu- 
facturer of soap, sensing the hold the safety razor 
had taken, was quick to follow with a campaign 
“to sell the idea” of stick, powdered and cream 
shaving soap, in connection with home shaving. 

Selling the idea has been the powerful factor back 
of hundreds of successful advertising campaigns. 

The gas company sold the idea of “cook with gas” 
and now the movement is to “sell the idea” that 
over twelve hundred tasks may be more efficiently 
and economically accomplished by the use of gas 
for fuel. 

The time is now at hand to couple with the sales 
idea (“you can do it better with gas”) the neces- 
sity of ‘keeping everlastingly at it, of weaving into 
the fact that gas service or service as it were is 
the dominant idea back of the whole industry, and 
of getting this idea before folks and keeping it there. 
This should be the goal toward which all promotion 
work should be directed. 
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Favorable public opinion is the asset that we 
should strive for, and for that reason our sales must 
be RIGHT. We must not only sell the appliance 
and the commodity, but we must sell the COMPANY 
and keep it sold. It is a great mistake to found 
favorable public opinion of the company on one man 
in the organization. Suppose this is done and the 
Grim Reaper calls this man and another is sent to 
fill his place. Would the new man’s row be an easy 
one to hoe? On the other hand, just suppose the 
company, from bottom to top, had been sold to the 
public rather than the man. Would it not be easier 
for all concerned? 

“Sell the idea” that the gas company is conscien- 
tious, teach the public that when it is a question 
of gas, service man or manager may be relied upon 
to serve all well. That is the favorable public opin- 
ion that we desire, that feeling, that any member 
of the organization will do his best to serve any 
and all customers. 


Motion Arrests the Eye 


Get some action into your window displays. Mo- 
tion in the show window is sure to arrest the atten- 
tion of those passing, and thus it may be said that 
the appliance dealer who does not take advantage 
of this added attraction getter is only partly utiliz- 
ing the advertising value of his show windows. 

Here are some suggestions: 
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Figure No. 1 is a rough sketch of a circulating 
water heater display that will attract attention. The 
idea here is to have a revolving water heater bal- 
anced on the dog’s nose, with a card above worded: 
“A Well Balanced Hot Water Supply”; other cards 
in the window should name the heater featured, give 
prices and terms. 


ENDLESS BELT. 
Fig. 2 

a A be thins window display is an attention getter. 
‘evolving stands, with or without shelves, may be 
used. These revolving tables are driven by worm 
gears F é *. The gears are 
gear and 1 small motor. The gears are usually 
procurable at hardware stores, and are used to re- 
duce the speed. 

Che endless belt motor driven is also subject to 


many uses i : -cti r] Z rj i 
any In connection with a moving window 
display. 





PENDULUM 
Fig. 3 


Sketches 3 and 4 are made to show how different 
motions may be accomplished. No. 3 illustrates the 
vertical pendulum motion, and No. 4 the see-saw 
motion, 





SEE- SAW 
Fig. 4 


A small 1/20 H. P. 110 V. 60 cycle A. C. motor 
with a speed of about 1,725 R. P. M., will be found 
very desirable to use in connection with the above 
or any other displays. 


A Suggestion for the Ad Man 
Make your advertising dominate the space you 
buy by the employment of cuts, carefully thought- 
out type arrangements, or, if possible, hand lettered 
advertisements. It is not possible for the majority 
of the gas companies to use large space each day, 
and it is with this knowledge that we make the sug- 
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gestion that a great deal of thought be given to the 
design of the advertisement as well as to the text. 
As a suggestion of what may be done along this 
line, we are offering three suggested forms for ad- 
vertisements. The one headed “Home Helps” may 
be used in connection with several gas burning ap- 
pliances, the idea being to direct the appeal to the 
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There is a man 
in our town — 


By name of Doctor Wise 
who wanted folt's to Keep well 
and so he did advise a daily 
bath, good food and sleep, 
with exercise each day; 
AND all the follts who heeded 
him are happy,well and gay. 
GPS 

2 OSG MUTE HEUER MANE 5 
CITT GAS COMPANY ~' 

















man of the house, rather than the woman. This is 
not a new idea by any means, but we have simply 
given it a twist, thinking it may hold an idea for 
some reader. The other two advertisements are 
designed for one and two column use, and get the 
idea over quickly. All are offered as suggestions 
and may be “twisted” to suit the fancy of any one 
who may get an idea from them. 
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April 

“April (advertising) showers bring May flowers 
(new customers)” and if you sowed your direct-by- 
mail advertising.seed in March you will find that it 
is “coming up”, day by day in every way your busi- 
ness will get better and better. This should be 
gratifying and cause enough for you to send out a 
new lot of advertising. Try Home Laundry Equip- 
ment literature, 
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What Is Jones’ Philosophy? 

Jones came into the industry (no matter how), 
fresh from the technical school; or, maybe, he came 
from the shop, via the works; it matters little what 
his route. 

You may be sure in the beginning Jones had no 
philosophy, although he was a thinker and soon 
realized that, with every cause, there was an ef- 
fect. He experienced, erred and sometimes did 
things that caused favorable and again unfavorable 
comment from those ahead of him. The best things 
Jones ever did were to observe, remember and com 
pare; to study, reason and think. 

Jones began to study his work and that of the 
fellow just above him. Jones came to believe in the 
company that employed him, and radical ideas that 
he once maintained and cherished began to re-shape 
themselves; to him came understanding and _ for- 
bearance. 








Jones found that becoming fixed with an idea was 
to slip back; that progress was an active force, not 
a static one; that evolution meant ideas and that 
ideas came from concentration and thought. 

Jones soon learned that he was not indispensa- 
ble; that, if there was a task to be accomplished, 
there would always be a man in the world who 
would undertake and accomplish it. 

Jones found that, notwithstanding the fact that 
the news of the day was largely that of scandal, 
dishonesty and the viciousness of men, the larger 
majority of folks here in America are just plain, 
honest, middle-class people, who seldom get into 
print and who spend their time and money on their 
families and in pursuit of the necessities of life and 
happiness. 

Jones found that while the average man had an 
occasional spree of going to the movies and some- 
times became so wicked as to have a quiet game 
with a five-cent limit; or the female of the species 
went in for “outlandish styles,” wild women, gun- 
men and vicious folks in general were in the mi- 
nority, and that, after all, only those unfortunate in 


politics, mental and moral degenerates had_ not 
acquired an honest work. 
Jones’ philosophy is something like this: Follow 


the Golden Rule, believe in the company you work 
for, the merchandise or service it sells; believe in 
your fellow man, until he proves unworthy, then 
help him, if you can; believe in the country you live 
in and the town, vote for your principles, not for 
party; say a good word for your town, for your 
fellaw man, and you won’t be far from success. 

Jones realized that it does not pay to fill good 
gray matter with black thought; that it is more 
pleasant and profitable to think well of one’s neigh- 
bor, provided you do not let self go to your head. 
Seware of birdseed; just be folks, and life will be 
worth while. 


Post Your Advertising 


When you advertise, advertise to employees as 
well as to the public. Post your advertisements 
where all employees cannot fail to see and read 
them, in the store, the shop offices and at the works. 





No employee of the company should neglect to keep 
informed on what the company is doing in the way 
of telling and selling folks. A neat frame, provided 
with a loose, removable back, should be provided for 
each department, and someone from the commercial 
department should be delegated to keep posted, in 
this frame, all current company advertising. 
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One}Minute, Please! 


There was need of the quick erection of a railroad bridge and a 
contractor was put on the job and asked to bring in specifications and 
plans for the heads of the road to see as soon as ready. After waiting 


some time for the plans, the officials impatiently sent for the contractor 
and asked about them. 


“I don’t know whether the engineer has got the pictures drawed yet 
or not,” the old fellow replied, “but the bridge is up and trains is passin’ 


over it.” 


Action, always action, and more action. That is what counts when 
something needs doing promptly. The man who can act while others 


sit and draw plans is the man who gets results. 


Perhaps one should say, however, that action without intelligence 
behind it may be worse than inaction. That is why the man who is ready, 
who knows in advance what to do and how to do it, is the man who is 


made by the emergency which gives him his opportunity. 


All of which is important in explanation of why one should learn 
by study as well as by experience. The man who learns only by ex- 
perience is never able to go ahead and do anything and do it properly. 


He is lost when the unusual emergency arises. 


We can fit ourselves by study for that which has never yet happened 


to us. 


I thank you. 


FRANK FARRINGTON. 
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As the Journal Views I[t 








PLAN NOW FOR SUMMER BUSINESS 

Are you making plans for the sale of appliances 
during the summer months? It will be only a short 
time until we hear in some quarters that sales have 
dropped off and that it is all due to the summer 
lull. 
of increased business over the same period last 
year and of plans that have been tried and worked 
out. 


But from other quarters will come reports 


Bank and commercial agency reports indicate 
that the condition of the country is constantly im- 
proving and the sales departments of gas companies 
should reflect this condition in the sales sheets total 
each month. There is no reason why the summer 
should be considered as a period of slack business 
except for some extraordinary condition. Manufac- 
turers of various lines of appliances are all more 
than willing to co-operate with gas companies in 
finding new ways of creating sales, and it is this 
united effort that will produce for the live-wire 
sales manager results of which he can be justly 


proud. 


Several companies with which we are quite 
familiar are even now enlarging their sales force 
with the idea in mind that concentrated effort will 
produce big results. They have some unusual plans 
for building business and their sales force will be 
well schooled in the plans when the time comes. In 
other words, the time to plan for the summer busi- 


ness is right now. 


We venture the opinion that there is not a com- 
munity in the United States that does not offer 
opportunity for the carrying on of a sales plan on 
some line of appliances that will not be rich in re- 
wards. We base this opinion on what companies 
in different sections of the country have accom- 
plished in the past. One company in the South, for 
instance, during the week between Christmas and 
New Year’s, put over a sale of gas ranges that cre- 
ated a record for an equal period at any time of 
the year. And yet even the most optimistic would 
be willing to wager that it couldn’t be done. 


Yes, indeed, there are ways of building a real 
business in appliances this summer. It is to be 
hoped that advantage will be taken by all companies 
for this united push will react with great benefit to 
all concerned. 


A CAREER IN THE PUBLIC UTILITY FIELD 


Just what prospects for a career does the public 
utility field offer the ambitious young man? This 
question is singularly appropriate just now, for the 
young man leaving school and college within a few 
short weeks is even now looking about for an open- 
ing that will offer him a chance for advancement. 
To the man who has been trained for some pro- 
fession, of course, this question has been decided, 
but to the average young man his decision must be 
based upon a cursory investigation or upon the rec- 
ommendation of friends who have been out in the 
world. 

It has been said that to devote a lifetime of 
effort to the public utility field is to waste the 
greatest gift man has. But lately there has come 
a change, and those who have been interested in 
this question have found that the utility field pre- 
sents equal opportunities with any other line of 
endeavor and this field has an added advantage: it 


gives a chance for service to humanity that is 


almost unequaled. 

More and more are young men coming into their 
own in the utility field, for with its expansion posi- 
tions of responsibility have been created and the 
man who has applied himself ‘to the industry is 
being chosen to fill those jobs. 

A. splendid example of what determination and 
high ideals will bring is seen in M. B. Fowler, sec- 
retary and treasurer of the San Diego Consolidated 
Gas and Electric Company. Mr. Fowler had a most 
humble beginning in the business world: he started 
by washing windows in 1898 and has steadily climbed 
to his present position of responsibility. Mr. Fow- 
ler in discussing his success does not give a lot of 
rules for reaching the heights of success, but a 
study of his career shows that his courage and 
faithfulness played a large part in gaining for him 
his present office. 

On every hand can be found men in the gas in- 
dustry who have come from the ranks and who 
have found that this industry will give in exact pro- 
portion to the effort expended. The utility business 
is growing not only in size, but in service, and as a 
larger and larger part of the world’s population be- 
comes more and more dependent on us for their 
well-being. New opportunities will be created and 
men will have to be found to take advantage of 
these opportunities. The gas industry will give to 
the faithful employee equal chances with any other 
line of endeavor. 
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Manufacturers Relation to Sales Department’ 


CO-OPERATION MEANS SUCCESS 


By W. E. Derwent, Vice-Pres. Geo. D. Roper Corporation 


The relationship of the manufacturer to the sales 
department of the utility company should and must 
be based on absolute confidence in each other. 

It should further be based on business friendship 
and on the golden rule; and right here I might say 
that business in general is awakening to the fact 
that the golden rule as the foundation for such re- 
lationship has been side-tracked and must be brought 
out onto the main line again to pull the train of 
business. 

The manufacturer of standard specification mer- 
chandise is more than ready and willing to co-oper- 
ate with the sales department of the utility com- 
panies and where such departments of the utilities 
co-operate with the manufacturer, signal successes 
are shown. 

A lack of co-operation between these two forces 
invariably works out to the detriment of both. If 
it stopped there it would not be so serious, but it 
does not. If affects your consumer and the manu- 
facturers’ labor, creating economic unrest and loss. 

Business today between the manufacturer and 
the sales department of the utility company cannot 
be conducted on the same basis and plane that it 
was carried on in pre-war days. 

The reason this is so is that a change in trade 
conditions has brought about a more critical con- 
sumer, the consumer whose education has taught 
him the desire for finer things, and high quality 
merchandise, Five or ten years ago enameled prod- 
ucts, automatic oven control ranges for example, 
were practically unknown and uncalled for. Our 
consumer was contented if we furnished him an 
ordinary range or appliance, ordinary in general 
make-up and appearance, which would function, to 
be sure, but lacking the refinement found and de- 
manded in present-day productions. This has 
brought about a decided change in manufacturing 
conditions in the factory and in selling conditions. 

This change im selling conditions has brought us 
to face the fact that high-class retail salesmanship 
and retail selling methods must be employed by the 
utilities to meet these conditions. 


Day of Door-Knocker Gone 


The day of the door-knocker and solicitor is gone. 
Let us accept this fact, and where we have not 
already done so build from the ground a sales or- 
ganization of salesmen or sales representatives that 
sell rather than give away merchandise, and at the 
same time sell the companies’ service. This does, 
and will, require high-class men with brains, and 
this means remuneration must be in accordance with 
service that men of this type can and do render. 

This change in selling conditions and consumers’ 
demands reflects itself in the order mail of the man- 

*Paper presented before Gas Section, Wisconsin 
Public Utilities Association Convention. 


ufacturer, and in turn affects the organization of 
the manufacturer of high-class appliances. 

I reiterate that business today between the manu- 
facturer and the sales department of the utilities 
cannot be conducted on the same basis and plane 
that it was carried on in pre-war days. Your busi- 
ness and that of the manufacturer has been called 
upon to make a substantial increase in investments 
which in turn requires and necessitates’ increased 
earnings to provide a fair return on capital. 

I regret to state that there seems to be in some 
instances a reluctance on the part of some sales 
departments to recognize this change of condition. 

The financial success of the gas business is found- 
ed on the sale and use of gas consuming devices 
and appliances. How, therefore, can the sales de- 
partment of the utility do a bigger or greater work 
than to co-operate and co-ordinate, if you please; 
with the manufacturer of appliances in the exten- 
sion and development of merchandise sales? 


The Manufacturer Obtains This Knowledge 


The sales executives, general managers and offi- 
cers of our industry do not have, and perhaps have 
not been able to obtain, a comprehensive and defi- 
nite knowledge of sales conditions and the possi- 
bilities in the territory at their command, This in- 
formation can be supplied to a large extent by the 
manufacturer of nationally advertised specification 
appliances, through the medium of his returns from 
national advertising. 

It is possible, through these mediums, to feel the 
pulse of the consumer, get his unbiased ideas and 
learn absolutely what his own ideas and thoughts 
are as to his own requirements. 

The sales departments of the utilities, therefore, 
by co-operation with the manufacturer of nationally 
advertised specification merchandise, place them- 
selves in a position to serve their consumer best and 
build good will for the utility, which in the last an- 
alysis is its greatest asset. 

The sales department, with the assistance of the 
manufacturer specializing in the manufacture of 
high-class merchandise, can build a profitable busi- 
ness for the utility, but this can be brought about 
only when each recognizes the other’s needs. This 
thought is worthy of careful consideration. 


You Must Co-operate 


You, as a sales executive, cannot hope to profit 
most unless you co-operate with the manufacturer 
of the appliances you purvey. By co-operation here 
I suggest the necessity of meeting the manufacturer 
on common ground. 

We are rapidly eliminating the peaks and valleys 
in our sales charts, but there is still much to be ac- 
complished. 
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The sales executive who can see the possibilities 
of off-season business, so called, and make his sales 
department a producer the year around, eliminates 
seasons in his efforts and those sales executives 
who take this stand have the closest co-operation of 
the manufacturer in these efforts. 

The manufacturers of appliances whose invested 
capital runs into millions for factory equipment, etc., 
cannot function efficiently except by continuous op- 
eration, no more so than can the utilities function 
efficiently except by continuous operation. ‘There- 
fore, if the sales department of the utilities func- 
tions in connection with the manufacturer of ap- 
pliances twelve months in the year, the cost of mer- 
chandise will be lowered, the quality improved, and 
the consumer will and must receive the benefits. 

The manufacturer of the nationally advertised 
product who consistently advertises twelve months 
in the year is creating a demand for the utility for 
his appliances twelve months in the year. The sales 
department of the utility should and must, if it is 
to be an outstanding success, tie up with the manu- 
facturers’ efforts, which will be a factor in straight- 
ening out the sales curves of the year. 


Recommends Standard Specification Appliances 


The sales departments of the utilities should only 
consider standard specification merchandise made 
by reputable manufacturers, and the question of a 
dollar or two in price should not weigh against the 
manufacturers’ product as against skinned merchan- 
dise of another manufacturer. 

As a representative and associate of one of the 
pioneer manufacturers of standard appliances, pos- 
sibly the remark I am about to make may be unbe- 
coming, but I shall take the chance of censure and 
say I firmly believe that no sales department of the 
utility should buy a piece of merchandise that does 
not at least conform to thé specifications of the 
American Gas Association. 

The sales department of the utility will do well 
to consider the policies of the manufacturer from 
whom they’ purchase their requirements. They 
should consider first the manufacturer whose policy 
conforms to the golden rule in business, whose ef- 
forts are directed toward serving the utility first 
and last, whose policy gives the utility the first call 
on his merchandise in their territory, and his as- 
sistance and co-operation in the sale. 

The sales executives who will co-operate with 
the manufacturer to the extent of looking upon his 
connection with the manufacturer as a connection 
with one of his own company’s departments, cannot 
help but increase his department’s effectiveness 


and 
efficiency. 


The Manufacturer’s Part 


The manufacturer in his turn should give 
utility something besides a price list, discount and 
catalog. He should work to develop new ideas in 
the manufacture and sale of his appliances. He 


the 


should feel that the sales department of the utility 


is a part of his own organization and that its proper 
functioning is as necessary to his welfare as any 
other department of his business. In other words, 
the nearer I can get to you and the closer you can 
get to me, the more effective will our joint efforts 
become. 

Our own experience in dealing with the utility has 
demonstrated that if success is to be attained, it 1s 
only by intensive effort and the closest co-apera- 
tion. 

Gas companies as public service corporations are 
charged with rendering service to the public. This 
service consists not only of producing and distrib- 
uting gas that may be converted into light and heat, 
but also to distribute means and convenience that 
will enable the consumer to obtain from the gas ade- 
quate and economic results in its use for light and 
heat. 

Upon the sales departments, therefore, falls the 
responsibility of furnishing the consumer with the 
best possible means and appliances for the use of 
gas, because this will enable him to use the com- 
pany’s product with the greatest satisfaction to him- 
self. Upon the degree of satisfaction with which 
the consumer uses the gas, depends the utility’s con- 
tinued success. 

It is surprising, therefore, that after providing for 
gas in ample volume and every means for distribut- 
ing it to the consumer, some sales departments do 
not take a livelier interest in the character of the 
appliances with which the consumer is provided for 
the purpose of burning gas. 

Here again the sales department, by co-operating 
with the manufacturer can benefit his consumer, his 
company’s interest and his own. Further, he will, 
by such co-operation, be working with the manu 
facturer for and toward the end of increasing profits 
for his department and the manufacturer. 


The Traveling Representative 


If I may be permitted just one more thought, | 
will not impose on you longer. It refers to the sales 
representatives of the manufacturer. As a whole, 
they are a cheery, optimistic bunch of high-class, 
high-powered men, who, by the very nature of their 
business, must accumulate a fund of valuable knowl- 
edge. At times they travel many hours and at con- 
siderable expense to call upon you. Your interests 
should be and are their interests, and their interests 
yours. 

Let us not keep them cooling their heels in the 
outer office and consuming valuable time, adding 
this to the cost of the merchandise you buy. Give 
them a prompt audience and ninety-nine times out 
of one hundred the sales representative will bring 
you a message or information that will make you 
a wiser and better man. 

Finally let me ask that the sales departments 
consider the manufacturer with whom he does busi- 
ness as a part and parcel of his own organization, 
and in turn permit the manufacturer a like privi- 
lege as far as his department is concerned. This 
kind of working basis will increase sales, decrease 
costs and increase profits, 
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So. Counties Co. in Splendid Condition 


Los Angeles, Cal—At the annual meeting of the 
Southern Counties Gas Company of California, dis- 
tributors of natural gas in Los Angeles, Orange, 
San Bernardino and Ventura Counties, and artificial 
gas in Santa Barbara County, held recently in this 
city, all officers and directors were re-elected. 





rovia, Monrovia, Cal., and president of the Santa 
Monica Savings Bank, Santa Monica, Cal., director ; 


T. H. Dudley, vice-president of the Pacific South- 


west Trust & Savings Bank, in charge of the three 
branches at Santa Monica, Ocean Park and Venice, 
Cal., treasurer and director; P. E. Hatch, vice-presi- 





Ferdinand R. Bain 


The newly elected officials are: Ferdinand R. 
Bain, president and general manager, and director; 
LeRoy M. Edwards, counsel and director; A. S. 
Bradford, president of the Placentia National Bank, 
Placentia, Cal., vice-president and director; John H. 
Bartle, president of the First National Bank of Mon- 


dent and manager in charge of the Long Beach 
branch of the Security Trust & Savings Bank, Long 
Beach, Cal., director; F. W. Hadley, president of 
the First National Bank of Whittier, Whittier, Cal., 
director; C. M. Stone, president of the First Na- 
tional Bank of Pomona, Pomona, Cal., director; W. 
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B. Williams, cashier of the First National Bank of 


Santa Ana, Santa Ana, Cal., director; Charles H. 
Dickey, president of the American Meter Company 
of New York, vice-president and director; Rufus C. 
Dawes, of Chicago, vice-president and director; 
Walter S. McFarland, secretary and auditor; Frank 
S. Wade, superintendent of operation; M. R. 
Thompson, engineer, and A. F. Bridge, rate engi- 
neer. 

According to figures submitted at the annual 
meeting, the company experienced a year of tre- 
mendous growth during the twelve-month period 
ended December 31, 1922. The company today 
serves more than 102,000 consumers in the most 
rapidly growing section of Southern California. 
Chief of the cities and communities served are the 
following : 

Long Beach, San Pedro, Santa Monica Bay Dis- 
trict, Orange County cities, Whittier, Pomona Val- 
ley communities, Monrovia district, Ventura County 
cities, Santa Barbara, Montecito and the newly ac- 
quired Newport Beach gas system, purchased by 
the company from the City of Newport Beach on the 
first of the present year. 

“The general increase in business,” stated Presi- 
dent Bain, “throughout the territory served by our 
company has been most gratifying, particularly 
along the line of domestic consumers. More than 
14,000 new meters were added to our system during 
1922. The volume of business due to increased pop- 
ulation required the operation of all units to their 
fullest capacity. The building activity continues 
throughout the territory served by our company; 
consequently, further demands upon the company 
will undoubtedly be made for funds to continue the 
construction program during the coming year.” 


“The general operating conditions in the terri- 
tory,” continued President Bain, “have been most 
satisfactory, and notwithstanding the rush of busi- 
ness, the company has maintained the same high 
standard for service during the year. We shall keep 
abreast of the growth of the cities served by our 
company and continue our policy for better service 
to the gas consuming public wherever possible.” 

Salient features on the Southern Counties gas 
system during 1922 brought out at the annual meet- 
ing were as follows: 


Gas sold during 1917 amounted to 1,596,451,000 
cu. ft., as compared with 12,225,362,200 cu. ft. sold 
during 1922, showing an increase over the former 
year of 665.8 per cent. 


Average annual consumption per domestic meter 
in 1917 amounted to 19,978 cu. ft., whereas in 1922 
this amount had been increased to 38,492 cu. ft., an 
increase of 92.7 per cent. 


Number of meters in service in 1917 totaled 42,- 
061. In 1922 this had jumped to 99,605, an increase 
over the former year of 136.8 per cent. On Jan- 
uary 1, 1923, the company passed the 100,000 mark 
in meters in service, on that date having taken over 
the Newport Beach municipal gas system with about 
1,500 meters. 


The number of services in 1917 was 36,902. This 
amount had jumped to 77,851 on December 31, 1922. 

In 1917 there were 19,054 regulators in use; in 
1922 there were 55,523. 








In 1917 the capacity of compressors delivering gas 
into the Southern Counties Gas Company of Cali- 
fornia’s transmission and distribution mains in cu. 
ft. per hour amounted to 621,000. By the end of 
1922 this had been increased to this point, 3,587,000. 


The storage capacity in cu. ft., not including line 
pack, in 1917, came to 1,865,000. Today the com- 
pany has 6,130,000 cu. ft. During 1922 the storage 
capacity was augmented at Santa Monica by the 
erection of a 2,000,000 cu. ft. gas holder and at 
Azusa, Cal., a 100,000 cu. ft. high pressure tank was 
built. 


In 1917 the transmission mains in feet, including 
all mains from 2-inch up to 10-inch, amounted to 
721,364. In 1922 this figure had been boosted to 
1,279,459 feet. 


The distribution mains in feet during the former 
year, including mains varying in size from 2-inch 
to 16-inch, totaled 3,690,140 ft. Today the com- 
pany has on its system 6,446,359 ft. of distribution 
mains. 


The story of the growth of this fast-growing 
Southern California gas utility reads like a page of 
fiction. Organized on February 27th, 1911, the com- 
pany began operations in Orange and Los Angeles 
counties, combining under one management several 
contiguous gas properties. The company acquired 
the entire property of the Piedmont Gas Company, 
Covina Gas Company and Orange County Gas Com- 
pany and the gas plants and distributing systems of 
the Southern California Edison Company at Santa 
Ana and Whittier. 


In 1916 the Southern Counties organization ac- 
quired the property of the Long Beach Consoli- 
dated Gas Company and the gas properties of the 
Southern California Edison Company, located in the 
Santa Monica Bay District, and the several cities of 
the Southern California Edison Company in the rich 
Pomona Valley district. During the year 1919 the 
company acquired the properties of the Ontario- 
Upland Gas Company, also the gas properties of the 
Southern California Edison Company located in 
Santa Barbara and Montecito, and the gas holdings 
of the same company in Ventura County. 


The last acquisition made to the company’s sys- 
tem was the gas distribution system of the New- 
port Beach district, a seashore city and growing 
community in the southern part of Orange County. 
During 1922 gas distribution systems were laid in 
the cities of Fillmore, Ventura County and in Yorba 
Linda, Orange County. This brought the company’s 
total in communities and cities served up to the 48 
mark. 


According to President Bain, the company has 
laid out a program of expansion for the current year 
which will cost between $1,750,000 and $2,500,000, to 
be used for betterments, improvements and to en- 
able the company to keep pace with the rapidly 
growing communities served by it. This expendi- 


ture will call for new transmission and distribution 
mains, compression equipment, new gas office build- 
ings at Santa Ana, Pomona and Balboa Beach, and 
other miscellaneous betterments. 
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Part of the Exhibition of Consolidated Gas Co.’s 
100th Anniversary 
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Public Utilities Securities 


Report 


Market 


Prices of Representative Gas Bonds 


(Quotations furnished by The National City Company) 


April 5, 1923. 


Company. Maturity Bid Asked 

American Lt. & Trac. Co.........+++ Five Year 6s......... May 1, 1925 108 109 
Brooklyn Union Gas Co........++++ First Consol. 5s...... May 1, 1945 96 97 
Columbia Gas & Elec. Co.......... 4h” See May 1, 1927 95% 96 
Consol. Gas, Elec. Lt. & Pr. Co. of 

SER SAE See First Ref. 7%4s....... Dec. 1, 1945 110 111 
Consol. Gas, Elec. Lt. & Pr. Co....Gemeral 4%s......... Jan. 1, 1935 90 9134 
New Amsterdam Gas Co...........+- First Consol. 5s...... May 1, 1948 79 81 
Denver Gas & Elec. Co........+++0. Gen. (now Ist) 5s....Jan. 1, 1949 93 94Y, 
Detroit City Gas Co...........e+eee "8 Aer a Jan. 1, 1947 9934 100% 
Equitable Illum. Gas Lt. Co. of 

Philade? Aria... . ccc eccccccecce a 8 Seen Jan. 1, 1928 99%4 101 
Hudson County Gas Co........+-++ RE Ay Sap Nov. 1, 1949 24 — 
Laclede Gas Light Co.............-- Ref. & Ext. 5s....... Nov. 1, 1934 9334 95 
Michigan Light Co........... coooceh rst & Ref. &s...... Mar. 1, 1946 88 91 
Milwaukee Gas Light Co........... PULA becach 6+. c0s May 1, 1927 92 93% 
Pacific Gas & Elec. Go........0+00- Gen. & Ref. 5s...... Jan. 1, 1942 8914 8934 
Pacific Gas & Elec. Co......... pun et ee. @ Mek; Ve. ..... Dec. 1, 1940 10534 106% 
Cal. Gas & Elec. Corp.........s-eee: Unif. & Ref. 5s...... Nov. 1, 1937 95 95% 
Peoples’ Gas Lt. & Coke Co........ Refunding 5s.........Sep. 1, 1947 87 8714 
Chicago Gas Lt. & Coke Co........ ey pe July 1, 1937 9014 94 
Portland Gas & Coke Co.........+. First & Ref. 5s...... Jan. 1, 1940 89 91 
Seattle Lighting Co...........++++- Refunding 5s......... Oct. 1, 1949 80 83 
Southern California Gas Co........ SSeS a eee Nov... 1, 1950 97 984 
Utica Gas & Electric Co.........+- Ref. & Ext. 5s....... July 1, 1957 90 91% 
Washington Gas Light Co.........- General 5s........... Nov. 1, 1960 04 9514 
Western States Gas & Elec. Co. of 

California. ......-.cesecse aoe ok irst &@ Ref, Ss... .. June 1, 1941 90 92 





Denver Company Elects Directors 


Recent deaths have claimed 
Frank W. Frueauff, Henry T. Rog- 
ers and John H. Porter, directors 
of the Denver Gas and Electric 
Light Company. In the election 
for directors, just held, Frank E. 
Shepard, president of the Denver 
Engineering Works; Thomas B. 
Stearns, head of the Stearns-Rog- 
ers Manufacturing Company, and 
Ex - U. S. Senator Charles S. 
Thoma, all of Denver, were elected 
to fill the vacancies. 


Other directors elected were: 
John C. Mitchell, Henry C. James, 
Godfrey Schirmer, James C. Bur- 
ger, Harry T. Hughes and Rodney 
J. Bardwell, all of Denver. Henry 
L. Doherty and Thomas I. Carter 
of New York and E. W. Rounds of 
Boston. Mr. Carter was elected to 


fill the place held by William J. 
Barker, who died last year. 

General Manager Clare N. Stan- 
nard says: “The company is spend- 
ing $666,000 for gas improvements 
and will spend $12,000,000 for elec- 
trical improvements. When the 
new improvements are ready the 
gas and electrical service will be 
the best that engineering skill can 
make it, and the rates will be as 
low as possible, commensurate 
with a return on the actual invest- 
ments. It is also an evidence that 
we believe in the future growth of 
Denver, the large and insistent de- 
mand for more gas and electrieity 
leading us to believe that Denver 
is growing rapidly.” 

The present slogan of Denver is: 
“900,000 in 1930”, and this is being 
displayed in every nook and high- 
way for miles around. In fact, the 


Denver realtors have made a bet 
with the Atlanta realtors that the 
proportion of growth in the next 
seven years will be greater in the 
Mile-High City than in the town 
nade famous by Joel Chandler 
Harris and Coca-Cola. 


Crisfield Gas Plant Is Sold 

Crisfield, Md—A deal for the 
purchase of the local gas plant, to- 
gether with its city franchise, was 
consummated here March 28 when ~ 
Isaac H. Tawes purchased the en- 
tire stock of the corporation 
known as The Crisfield Light and 
Power Company. The gas com- 
pany was incorporated about ten 
years ago by Layton and Owens 
of Bridgeville, Del., the former 
owners, with a capitalization of 


$50,000. 


The transfer of the company’s 
property came as a surprise and 
the negotiations were kept secret 
until the papers had actually been 
executed, and the plant working 
under the new management. Mr. 
Tawes is a resident of Crisfield, a 
progressive business man of the 
Shore and widely known in Repub- 
lican political circles. He is a 
member of the present Republican 
State Central Committee, a di- 
rector of the Bank of Crisfield and 
engaged extensively in the sea- 
food industry. 

For some time there has been a 
demand for the extension of gas 
mains into the suburban territory 
of Crisfield, which is thickly popu- 
lated, and it is said the new man- 
agement will extend tneir pipe-line 
into these sections. While Mr 
Tawes has purchased the entire 
plant, it is rumored that some of 
the stock will be disposed of to 
local interests. Mr. Tawes in pur- 
chasing the company’s assets has 
also assumed liability for the ac- 
counts payable and a bonded in- 
debtedness said to be about $35,- 


000. 
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zath Halts Testimonial 


Bridgeton, N. J.—The  testi- 
monial dinner which was to have 
been given in honor of Jacob B. 
Jones, superintendent, and Joseph 
F. Ehrler, plant foreman, on Wed- 
nesday, April 4, in honor of their 
completion of 25 years of continu- 


ous service with the Bridgeton 
Gas Light Company, has_ been 
called off. 

Mr. Ehrler died March 26, after 
a day of illness from acute indi- 


gestion. 

He is survived by his wife and 
two the latter of whom are 
especially well known for their 
connection with athletic sports in 


sons, 


Bridgeton — Francis and Leo 
Ehrler 
The funeral is set for Wednes- 


day from his late residence at 8.30, 
with Requiem High Mass in the 
Church of the Immaculate Con- 
ception at 9 o'clock and interment 
in St. Mary’s Cemetery. Friends 
may see the deceased on Tuesday 
evening. 

Mr. Ehrler was 65 years of 
He was an estimable citizen 
possessed of many friends. He 
joined the gas company’s organ- 
ization on Februar y 4, 1898, and he 
was promoted to the post of plant 
foreman about six months after- 
ward. At that time the plant was 
only about one-fourth of its pres- 
ent size. He has always proved 
himself most efficient and faithful 
and great sadness prevails among 
his fellow workers at the plant be- 
cause of his very sudden taking 


off. 


age. 
and 


Gas Company Has New Office 
Building 


Madison, Wis.—The Madison 
Gas and Electric Company will 
move into its new office building 
at West Mifflin and North Fair- 
child Streets about May 1, accord- 
ing to John St. John, general man- 
ager. The structure is one of the 
finest office buildings in the city. 
It has been under construction 


since last summer. 











INDUS' 





Gas Company Sold 

Americus, Ga. — The South 
Public Service Company 
has taken over the ownership and 


Georgia 


operation of the entire properties 
of the American Lighting Com- 
pany here. The consideration in- 


volved in the deal is said to amount 
to-more than $250,000. 

Both the electric and gas plant 
will be operated by the new own- 
ers, according to L. L. Ferree, gen- 
eral manager of the new concern. 

In announcing the purchase of 
the local electric and 
ties, Mr. Ferree stated that 
on the new power transmission 
lines between Albany and Ameri- 
cus would begin immediately, the 
right of way having been secured 
with but three exceptions, and 
condemnation proceedings having 
been started in each of these cases. 

The transmission line between 
Albany and Smithville, Ga., has 
already been completed, and only 
a short time will be required to 
complete the line and bring hydro- 


gas prop- 


work 


electric power into Americus. 
R. P. Ewing, manager for the 
old company, will continue in that 


capacity for the new owners. 

J. I. Tingen in New Position 

J. I. Tingen, formerly commer- 
cial man for the Palmetto Power 
and Light Company, Florence, S. 
C., has joined the Florence Gas 
Company organization as manager 
of the appliance de jpertwment. 


To Build a Gas Plant 
Fred Hesse has been granted 
franchise to build and operate a 
gas plant at Buffalo, Wyoming. 
Under the terms of the agreement, 
the actual construction work must 
start within twelve months. 


Mrs. Mary E. Bixler Dead 

The sympathy of all is extended 
to George W. Bixler, advertising 
manager of the Denver Gas and 


Electric Light Company, on the 
death of his mother, Mrs. Mary 
Emeline Bixler, at her home in 
Eldorado, Illinois. She was 90 


vears of age. 


OF THE GAS 















Annual Dinner to Employes of 


Gas Company 


Mass.—The 
of the Citizens Gas Light Co. 


Quincy, employees 
were 


March 20 


served at the 


guests of the company 
at the 
Chinese-American 
6.30. 
the 
company 
of the 
been prepared. 


annual dinner 
Restaurant at 
Practically every member of 
the 
was present to partake 
that had 


various departments of 


excellent menu 


After the final course was dis- 
posed of, President William B. 
Nichols distributed profit sharing 
certificates to every employee who 
has been in the service over two 
years and whose work merited 
their participation in the prosper- 
ity of the company. This profit 
sharing plan has been in effect for 
the past six years. Each employee 


who is recommended, receives a 
dividend on his or her past years’ 
salary that is at the same rate as 


that declared to the stockholders. 


The profit sharing certificates is- 
sued each year represent preferred 
stock in the Massachusetts 
companies that has been purchased 
for each employee. This is held as 
an accumulating fund and as the 
years go by this becomes a sizable 
asset. It is a saving or reserve 
that might not otherwise have 
been accumulated. After an em- 
ployee owns several shares of 
stock the semi-annual dividend 
check that is regularly received 
becomes a welcome and worth 
while item. There are few things 
that give a greater feeling of se- 
curity than a reserve fund of this 
nature. 


To complete the 
guests adjourned to 
Theatre, where seats 
ously been reserved for everyone. 
The excellence of the entertain- 
ment added to the already joyous 
nood that prevailed so that in ev- 
ery feature the affair was consid- 
ered most successful. 


Gas 
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Quincy 
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had 
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A. G. A. Committees in Midyear 
Meeting 

Chicago, Ill—At the meeting of 
the Carbonization Committee of 
the American Gas Association, 
March 13, the committee discussed 
fully the experimental equipment 
at Ohio State University and the 
method of operation for the test 
which is being conducted under an 
A. G. A. appropriation of $4,000.00 
to determine the relative value of 
various sizes of coals for carbon- 
izing purposes. This experimental 
equipment consists of a complete 
vertical retort installation and all 
necessary auxiliary equipment, in- 
cluding exhauster, scrubbers, con- 
densers, various type sof propor- 
tional meters, wet station meter, 
recording calorimeters, etc., and 
laboratory facilities for the check- 
ing of all factors entering into the 
results obtained with the coals 
tested. Arrangements have been 
made to divert car loads of typical 
coals used by gas companies from 
the various coal fields of the country. 
The operating members of the com- 
mittee advised Professor D. J. Dem- 
orest, who is conducting these experi- 
ments as to the exact sizes and kinds 
of coals to be tested and the details 
of operation which should be taken 
into consideration in order to obtain 
for the industry the greatest practical 
benefits from the tests being con- 
ducted. Full report of these tests 
will be included in the committee’s 
report. 

The Operators’ Section is also for 
warding to all coal gas companies 
the standard form of General Car- 
bonizing Data Sheet and Operating 
Data Sheet which represents the min- 
imum data which, in the committee’s 
judgment, should be available to op- 
erators of coal gas plants in order to 
operate efficiently and economically. 
The committee was convinced from 
its survey last year that a campaign 
of education to induce uniformity 
in the securing and checking of es- 
sential carbonizing data would not 
only greatly increase the efficiency 
of individual plants but was essen- 
tial to the proper gauging of prog- 
ress in the art through comparison 
of results obtained. 

The Section on Complete Gasifica- 
tion of Coal promises to have full in- 
formation covering the various proc- 
esses so far as they have been de- 
veloped and the committee’s report 
should be fully as interesting and in- 
formative to the operating men as 
that submitted at the last convention, 

The Purification Committee’s 
meeting on March 13th outlined -a 

report which will include considera- 





tion of organic sulphur in gas, de- 
velopments in liquid purification, 
cyanogen in gas and its effect on the 
corrosion of mains, holders, etc. The 
Committee on Deposits in Gas Pipes 
and Meters, which is working in co- 
operation with the Bureau of Mines, 
under an A. G. A. appropriation of 
$5,000, anticipates the possibility of 
an early solution of this problem, 
which is being attacked from the 
standpoint of the character of the 
gas oil used, carburetting practice, 
efficiency of cooling and condensing 
systems, and purification practice. 
All of the above in conjunction with 
the laboratory research being con- 
ducted at the Bureau of Mines by 
Dr. R. L. Brown. 

At the meeting of the Technical 
Managing Committee, Mr. Berry out- 
lined the facilities for co-operation 
with the gas industry which were 
available at the Bureau of Standards 
and arrangements were made for the 
more extensive use of these facilities 
in such technical problems as the 
deterioration of meter diaphragms, 
the relative merits and accuracy of 
the various types of recording and 
indicating calorimeters, the develop- 
ment of a standard method of check 
ing the accuracy of orifice, flow, ven- 
turi and other meters at present be- 
ing used by many gas plants, etc. 
All of these activities will be in co- 
operation with committees of the 
section working on these problems. 

The Coke Committee is concen- 
trating on the use of coke for do- 
mestic purposes and will prepare ma- 
terial which can be used nationally 
as to the advantages of coke for do- 
mestic purposes, instructions for its 
proper use, and information for 
plant operators as to the proper siz- 
ing and characteristics best adapted 
for the domestic market. The sec- 
tion is convinced that the present fuel 
situation presents a tremendous 
opportunity to popularize coke for 
domestic fuel which should be 
energetically and intelligently fol- 
lowed up by the industry as a 
whole. 

The meeting of the Managing 
Committee of the Accounting Sec- 
tion March 17 represented the largest 
attendance of the year, some 29 ac- 
countants from all sections of the 
country being present for this meet- 
ing and the sub-committee meetings 
or. Relations with Customers, Bud- 
get, Customers’ Accounting and 
Fixed Capital Records. A feature 
of the accounting program will be 
the devoting of an entire session at 
the convention for the discussion of 
the Committee on Relations with 
Customers, which will cover all the 


contacts which the customer has 
with the employees of the various 
departments of the gas company 
from the time of making his appli- 
cation through to the collection of 
the final bill. The report will dis- 
cuss co-ordination of office and op 
perating departments, education and 
development of company personnel, 
credit and collection policies, high 
bill complaints, and all the internal 
organization of the company from 
the standpoint of giving the customer 
the maximum service and impressing 
him through each contact which he 
has with these departments with the 
company’s policy and desire to serve. 

A considerably enlarged exhibit of 
accounting forms and systems as de- 
veloped by all the accounting com- 
mittees is planned at the convention 
and will include actual demonstra- 
tions in the Accounting Section 
booth as to how the latest types of 
machines are used in bookkeeping 
work by operators furnished front 
the specific gas companies. 

The Budget Committee reported 
good progress in the preparation of 
a primer on the methods of making 
up and using gas company budgets 
divided into the following classes: 

Construction Budgets, H. C. Da- 
vidson ; 

Operating Budgets, Edward Por- 
ter ; 

Materials and Supplies and Cash 
Requirements Budgets, Geo. E. Mc- 
Kana. 

The report of the Committee on 
Fixed Capital Records will include 
actual systems of fixed capital rec- 
ords used by gas companies, a model 
system to be recommended by the 
committee, which may include recom- 
mendations as to routines and forms 
for keeping a continuous inventory 
of fixed capital, and a discussion of 
the indirect and undistributed items 
of costs which should be included in 
fixed capital. 

At the meeting of the Exhibition 
Committee of the Manufacturers’ 
Section at the Congress Hotel full 
plans were presented for a consid- 
erably enlarged exhibition at Atlan- 
tic City and the preparation of a 
prospectus to be sent out to manu- 
facturer company members was dis- 
cussed. 

These are but a few of the high 
points that were touched upon by 
the working committees of the A. G. 
A. that were in attendance at the 
dinner given by the Peoples Gas 
Light and Coke Company to visit- 
ing committee delegates. All felt 
that their trip to Chicago had been 
well spent and that the work for the 
A. G. A. Convention this fall was in 
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a most healthy and most encourag- 
ing condition. All committee mem- 
bers enjoyed the benefits of attend- 
ing the sessions of the Illinois Gas 
Association Convention and listening 
to the papers and discussions. All 
left with a larger appreciation of the 


kind of entertainment and hospital-. 


ity which Chicago affords and of the 
tangible results which are being 
achieved through the close co-ordi- 
nation of the National Association 
with all sections of the industry 
through thé various state and dis- 
trict associations with which it is af- 
filiated. 


T. P. Walker Promoted 

Haverhill, Mass —Tom P. Walker, 
connected with the Haverhill Gas 
Light Co. since 1916 and its general 
manager since June, 1922, has been 
promoted to a more responsible po- 
sition as manager of the Baton 
Rouge Electric Co., in Baton Rouge, 
La., and is soon to leave Haverhill 
to assume his new duties. 

The Baton Rouge company is 
under the management of Stone and 
Webster, who also manage the Hav- 
erhill company. 

The Baton Rouge company con- 
trols three departments, light and 
power, street railway and gas. 

Mr. Walker is a native of New 
Jersey, but until coming to Hav- 
erhill passed the most of his life 
in California and Nevada. He came 
to Haverhill as a student engineer 
with the gas company in October, 
1916, after his graduation from 
the University of Nevada. 

In August, 1917, he enlisted for 
service in the World War and, aft- 
er training at the officers’ camp at 
the Presidio, San Francisco, went 
overseas as a second lieutenant 
with the Second Field Service Bat- 
talion, First Division. 

He participated in all of the en- 
gagements in which his division 
took part and was awarded the 
Croix de Guerre and cited for 
bravery on two occasions. He 
was promoted to the rank of first 
lieutenant on the field. 

After his return from France he 
resumed his connections with the 
gas company and was made gen- 
eral superintendent in September, 
1919, and succeeded J. P. Ingle as 
general manager in June, 1922. 

He was made chairman of the 
committee named by the New Eng- 
land Association of Gas Engineers 
to conduct a course at Massa- 
chusetts Institute of Technology 
for industrial gas engineers, a po- 
sition which he still holds. 


He is a past commander of Wil- 
bur M. Comeau Post, American 
Legion, and a member of its Ex- 
ecutive Committee. 

He is vice president of the Ro- 
tary Club, a director in the Cham- 
ber of Commerce and also on the 
board of directors of the Boys’ 
Club and the Young Men’s Chris- 
tian Association. 

He is a member of the Pentucket 
Club, the new Country Club, and 
of Merrimack Lodge of Masons. 

Mr. Walker, accompanied by 
Mrs. Walker and their two chil- 
dren, will leave for his new post 
in about two weeks. 

Mr. Walker will be succeeded as 
manager of the Haverhill Gas 
Light Company by }. L. Alexan- 
der, at present manager of the 
Keokuk Electric Company, Keo- 
kuk, Ia. Mr. Alexander will ar- 
rive in Haverhill next week and 
will be assisted by Mr. Walker in 
familiarizing himself with his new 
duties and with Haverhill before 
assuming the general managership 
about the middle of April. Mr. 
Alexander is a young man and is 
married. 


Denver Co. Holds Celebration 

March 26 was the first anni- 
versary of Clare N. Stannard’s ele- 
vation to the general managership 
of the Denver Gas end Electric 
Light Company and the members 
of the Doherty fraternity made the 
welcome ring with cheers, music 
and felicitous speeches, and, of 
course, “good eats”. 

V. L. Board, general superin- 
tendent, who was _ toastmaster, 
brought with him what he styled 
his latest invention, “a truth de- 
tector”, warning all that they must 
be careful of what they said, be- 
cause any evasion of the truth 
would cause a bell to ring. It was 
a “howling success”. 

R. J. Bardwell, of the legal de- 
partment, entertained the crowd 
with many reminiscences of Henry 
L. Doherty and his early struggles; 
also saying that George Williams, 
who was directly responsible for 
the illumination of the Statue of 
Liberty, started his career in the 
old Denver plant. Mr. Williams is 
general commercial manager of the 
Doherty properties and was a 


guest of honor at the festivities. 

D. C. McClure, superintendent of 
the electric department, made a 
nice speech when he presented 
William Nielsen, foreman of a line 
gang, with a gold watch, for sav- 
ing the life of one of his workmen 






who had been shocked into uncon- 
sciousness, yet carried safely to 
terra firma and restored. Three 
lamps were auctioned off at ten 
cents a chance, the money to be 
used in sending a delegate to 
France on the National Repara- 
tions Committee. More than 25,- 
000 chances were taken. 

The “boys” told Clare Stannard 
just what they thought about him 
and he did not object to any of 
the insinuations, but he blushed 
frequently, asking Mr. Board why 
that bell didn’t ring. 

“T said it would ring if anybody 
misstated facts. Nobody has done 
so. You are getting what’s com- 
ing to you.” 

At this juncture the band struck 
up: “It’s a Good Old World”. 


Work Begun on New Gas Supply 
for City 

Quincy, Mass.—The Citizens Gas 
Light Company has started con- 
struction of a new twenty-four 
inch cast iron pipe to come from 
Commercial Point at Dorchester 
to Quincy, through Milton by way 
of Granite Avenue and Adams 
Street. 

The new line is being laid in an- 
ticipation of the growth of Quincy 
as a residential and business cen- 
ter and will provide an ample gas 
supply for many years to come. 

It will further assure the city of 
uninterrupted service at all times 
and under almost any condition as 
this connection will provide an ad- 
ditional supply to the existing line 
that enters Quincy from Neponset 
over the Hancock Street bridge. 

The work is being started thus 
early in the season so as to mini- 
mize the annoyance to traffic that 
becomes heavier each day as the 
weather improves. Three separate 
groups of men are now working 
on Adams street so as to complete 
this part of the construction before 
the traffic reaches sizeable propor- 
tions. All details in this connec- 
tion have been worked out at con- 
ferences between Commissioner of 
Public Works Crocker, Chief of 
Police Goodhue and President 
Nichols of the gas company. This 
construction in Quincy will require 
a capital investment of about $125,- 


The chief source of gas supply at 
present comes into Quincy across 
the Neponset River at Hancock 
Street. 

The digging and backfilling of 
the trench is being done by con- 
tract and the big pipe is being laid 
by gas company men. 
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Reduce Gas Rates in Terre Haute 

Terre Haute, Ind—Gas will be 
cheaper in Terre Haute, beginning 
with that used in April, according 
to C. D. Shaul, general manager 
of the Citizens Gas and Fuel Com- 
pany. Bills of May 1 will put into 
effect the recent petitioned-for re- 
duction. Although the cut in rates 
has not been authorized by the 
public service commission, Mr. 
Shaul said he is confident that it 
will be allowed, as he never has 
heard of a reduction being denied ; 
it always is the increase about 
which there is doubt. 

To the householder the slash will 
mean a lessened cost of operating 
his home of 30 cents a month if he 
uses 3,000 feet of gas. Stores and 
factories using 10,000 feet a month 
will pay $1.10 for the first 3,000 
feet instead of $1.20, and on the 
balance of 7,000 feet will pay 1.00 
per thousand instead of $1.10. The 
next 10,000 feet will cost 90 cents 
a thousand instead of $1.00. That 
is the limit of the cut, as all over 
20,000 feet will cost the same as 
formerly, 85 cents a thousand. 

This reduction is made possible 
by the reduction of the cost of gas 
to the distributing company by the 
Indiana Coke and Gas Company, 
of which the Citizens buys its gas. 
In 1915 the Citizens and Indiana 
entered into a 20-year contract 
with 10-year revision periods. Al- 
though the 10-year period has not 
expired, the Indiana reduced the 
price to the Citizens, making pos- 
sible the reduction to the consum- 
er, according to Mr. Shaul. 

The petitioned-for reduction has 
not been granted and it is not be- 
lieved that a hearing will be held, 
but instead, merely an order en- 
tered modifying the order of 
December, 1921, which increased 
the gas rate here. 

Terre Haute and Vigo county 
residents own about $240,000 of 
the $335,000 of preferred 7 per 
cent cumulative stock which the 
company is selling. It is the in- 
tention to sell a total of $283,000 
to refund some of the first mort- 
gage 5 per cent bonds, of which 
about 60 per cent are owned in 
this county, according to Mr. 
Shaul. 

The total capitalization of the 
company, as authorized by its in- 
corporation charter, is $4,000,000, 
but the total amount of outstand- 
ing stocks and bonds is only $1,- 
279,000, with a valuation of the 


properties as determined by the 
public service commission under 
an order approved December 20, 
1921, of $1,714,232. 


From Bookkeeper to General 
Manager 

Harry Warner, general mana- 
ger, Spokane Gas and Fuel Com- 
pany, Spokane, Wash., is known 
to many folks in the Doherty or- 
ganization, but it is only natural 
that many ‘have been denied the 
opportunity. 

Endowed with natural ambition, 
he repeatedly applied to the Lin- 
coln Gas & Electric Light Com- 
pany for a position, but not until 
December 24, 1906, was there a 
vacancy in the office that afforded 
him the opportunity he desired. 

His first position was general 
bookkeeper, at which he so ap- 
plied himself that just five months 
later, in May, 1907, he had famil- 
iarized himself to such an extent 
and made such an impression on 
the company that he was elected 
secretary and treasurer to succeed 
R. W. Harbor, who retired. 

He capably held this position 
until February, 1911, when he 
moved to Spokane, Wash., as sec- 
retary of the Spokane Gas & Fuel 
Company. He was promoted in 
August, 1917, to treasurer and 
general manager of the company. 

The best recommendation in 
favor of Mr. Warner as manager 
is a comparison of the earnings 
sheet since he assumed the man- 
agerial duties. Look him up 
when you are in Spokane. 


Gas Service Commended 

Millville, N. J—That the Cum- 
berland County Gas Company is 
making every effort to provide its 
thousands of gas consumers with 
the best possible service is evi- 
denced by the competent force of 
inspectors, who are making a 
house-to-house visitation in the 
various districts, adjusting lights 
and cooking appliances. These 
plans of inspections inaugurated 
some time ago by S. J. Franklin, 
general manager of the utility, are 
working out very satisfactorily 
and causing much favorable com- 
ment. In every home visited the 
lights are adjusted and gas ranges 
inspected, without cost to the con- 
sumer, unless new materials are 
required. This excellent service is 
highly appreciated and has made 
many friends for the company. 


Arthur Montgomery and Harry 
Wettstein are looking after the 
Millville district, while J. W. At- 
kins is calling on consumers in the 
Vineland section. Elmer Duffield, 
of Cedarville, is making the in- 
spections in the townships of the 
southern division. These men are 
efficient and accommodating and 
their work is being commended 
by the gas users along the many 
miles of mains. 


Gas Co. Buys Site for New Home 

Canandaigua, N. Y.—Rochester 
Gas & Electric Corporation has 
completed a deal whereby it ac- 
quired title to property in Chapin 
street owned by the Canandaigua 
Theaters, Inc., and on which is lo- 
cated the grocery store of Joseph 
Kaveny. This building will be 
razed and a one-story brick struc- 
ture, 21x60 feet, erected thereon 
to be used as an office and show- 
room of the Canandaigua office of 
the Rochester Gas & Electric Cor- 
poration. John Falvey of this city 
has the contract to erect the new 
building, work to begin at once, 
and be completed before Septem- 
ber 1. Approximately $18,000 is 
involved in the deal. 

Believing in a bigger and better 
future for Canadaigua, the man- 
agement of the Rochester Gas & 
Electric Corporation decided that 
as a part of the community it 
should own its own building. The 
local office will be continued in its 
present quarters until the new 
building is completed. 


Lincoln Co. Incréases Capacity 


The Lincoln Gas & Electric 
Company, of Lincoln, Neb., has 
closed contract with the Gas Ma- 
chinery Company, of Cleveland, 
O., for one ten-foot double super- 
heater carburetted water gas ap- 
paratus, complete with steam and 
air meters, hand hydraulic control 
of operations, oil ptimping equip- 
ment and overhead brick operat- 
ing floor. 

This new water gas set will be 
installed in connection with the 
present water gas equipment of 
the Lincoln Gas & Electric Light 
Company, and is required to take 
care of its rapidly growing busi- 
ness. 

The gas company is also going 
to provide suitable new buildings 
for the equipment, all of which 
will be of the very latest and most 
up-to-date design. 





